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Summary
The purpose of this study is to broaden the knowledge of how businesses can effectively use
Instagram in a way that creates value for the company. Today’s world is continually being changed
by the innovations that are being brought about by the Internet and the many technologies that have
come along with it. One of these innovations is social media, which has changed and continues to
change the way that people connect with each other, consume media, and interact in their personal
and professional lives. As the way people interact with each other and the outside world changes, the
way that businesses interact with people must also change and adapt in order to survive. Marketing
is no exception to this, as many of the mediums by which marketing used to be carried out are
declining, such as print. However, online marketing has become a major focus for many businesses
and social media marketing presents great opportunities. But, no matter how great an opportunity
may be, if there is no knowledge of how to exploit it then there will be no gains. This research is
focused on Instagram; one of the largest social media platforms in the world, and the researcher
presents applicable knowledge for uses of the technology by businesses.
Instagram is a photo and video sharing application that is primarily used on smart phones. It
was launched in 2010 and has, over 6 short years, become larger than Twitter making it one of the
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most established and prolific social media services in the world. Boasting over 400 million users, the
potential for businesses with this application is great. However, due to the novel nature of the
application, there is limited information on how to utilize the platform in a business context.
To accomplish this task, marketing literature that is relevant to the capabilities and functions
that Instagram offers were researched and are presented in this paper. Based on the literature,
classifications were created by the researcher that made the findings of the literature observable in
the context of Instagram. The classifications include 3 degrees of brand element presence, lifestyle
branding content, advertising alliances, calls-to-action, and celebrity endorsement. To see the effects
that the qualities represented in these classifications have in the real world, 20 companies with
brands in the clothing and accessories industry were selected and their Instagram accounts were
observed over the course of 16 days. The researcher recorded information about each brand’s posts
paying close attention to the number of engagements received on each post as well as the change in
followers for each profile as these were the dependent variables of the study. There were a total of
278 total posts observed. The researcher examined all of the posts and sorted them based on the
classifications that were created. The data was then tested and regressed to see if the elements being
observed in each classification had a correlation with engagement. Additionally, the relationships
between engagement and the number of hashtags as well as the type of media (image or video) were
examined. Finally, whether or not there is a correlation between higher engagement and follower
increase was also tested.
The results of the study showed that including a brand element in content, featuring
celebrities, utilizing ad alliances and the number of hashtags on a post do not impact engagement.
However, employing a lifestyle branding approach, the type of content (image or video), and calls-
to-action do have an impact on engagement. Lastly, higher levels of engagement on a post were
shown to have a positive correlation with increases in followership. The study concludes by
discussing the implications that these finding have for businesses and the ways that the information
can be applied.
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1CHAPTER 1. INTRODUCTION
This chapter provides an overview of the study presented in this thesis. It will introduce the
significance of the research, its purpose, the research objectives and questions, as well as the
assumptions and limitations. The key terms necessary for the understanding of this thesis will also
be presented. This chapter prepares the reader for the literature review.
Section 1. BACKGROUND
Social media has come to play an increasingly large role in the business world and will
continue to play a strong role from now on as the way that the world consumes media changes. With
the various types of social media services available to businesses, that are only increasing, it can
become difficult to choose the type of social media that suits the business’s purposes best.
Furthermore, once the appropriate service has been decided upon, it can be even more difficult to
use the service in a way that creates value for the business. With this study the researcher aims to
extract information about how businesses with brands in the clothing and accessories industry can
utilize one of the web’s most popular social media platforms, Instagram, to create value for the
business.
Section 2. SIGNIFICANCE
The purpose of this research is to identify what elements of content that brands post to
Instagram help to increase engagement by users of the platform. A part of this study’s purpose will
be to prove that higher engagement on individual Instagram posts has benefits to the brand and
business as a whole. Instagram has over 400 million active users and is consistently one of the top-
10 applications in the world’s largest financial markets including the USA and Japan (Instagram,
2016; McAlone, 2016). Considering this huge number of users, finding effective ways to tap this
user base to build consumer interest in brands and products is definitely advantageous for businesses.
2The results gained from this research’s findings provide applicable information about what
elements of content impact engagement on Instagram for brands in the clothing and accessories
industry. The results have shown that including a brand element in content, featuring celebrities,
utilizing ad alliances and the number of hashtags on a post do not impact engagement. However,
employing a lifestyle branding approach, the type of content (image or video), and calls-to-action
have an impact on engagement. Furthermore, the level of engagement received on a post has a
positive correlation with increases in followership. The information presented in this study can
benefit firms in this industry in their marketing efforts.
Section 3. STATEMENT OF PURPOSE
The main objective of this research is to extract practical and applicable information for
brand management and marketing about what elements of content on Instagram help to drive
engagement. This objective will be achieved by analyzing the content of 20 well-known brands that
consistently post to Instagram over a set period of time. The analysis will be comprehensive of all
posts in that period and will examine the results in the context of engagement that the posts receive
and the impact that is made by each post on increases in followership by users of the app.
In this study the researcher utilizes the findings of previous academic literature in regards to
brand marketing and aims to add to their findings. Some of the main research on which this study is
based regards the concept of brand element and includes literature by Keller in both 1993 and 2003,
as well as Pieters and Wedel’s research on attention capture in print media from 2004. Lifestyle
brand research is also critical to this study and relies heavily on the contributions of Engis and
Solomon from 1995 as well as Chernev, Hamilton, and Gal from 2011. Maehle and Supphellen’s
work from 2015 is used as a basis to explore the effects of ad alliances on Instagram engagement.
Gough’s 2013 case study of the employment of calls-to-action are also crucial to this paper’s
research. Clark and Horstmann’s work from 2013 in regard to the use of celebrities in advertising
also adds to the foundation of this study’s findings.
3Using the concepts outlined by the literature mentioned above, the researcher aims to make
a case for which elements of the findings discussed above have an impact on Instagram content
engagement by consumers. This will aid in the marketing efforts of businesses and brands. The
overall goal is to gain insight about how to best utilize Instagram posts for marketing purposes.
Section 4. RESEARCH QUESTIONS AND OBJECTIVES
The researcher aims to answer the following questions: The main one being, what elements
of an Instagram post work to increase engagement? The importance of engagement is that it acts as a
measurable proxy for interest in the brand and it’s products. It is a way of seeing whether or not the
brand is communication well enough that the audience pays attention (Falls, 2012). However, the
paper will also explore the question; how does brand presence or non-presence (logo, typeface, name,
product) impact the engagement of a post? Finally the research will also address the question; does
higher engagement on individual posts have value to businesses?
In answering these questions the researcher will achieve multiple objectives. The first of
which is to broaden the knowledge of social media usage in the business environment by applying
established academic business concepts to one of the most popular social media platforms today.
The researcher also intends to make and present findings about Instagram that have meaningful and
applicable implications for the management of brands. Furthermore, the researcher intends to add to
the evidence that Instagram and engagement on social media has value to businesses.
Section 5. ASSUMPTIONS
The assumptions inherent to this study include:
1. The selected businesses of the sample are similar enough to attain useful data for comparison
and analysis.
2. Selected businesses are already utilizing Instagram as a marketing tool.
3. Businesses in the sample are not using external services to artificially boost their engagement.
4. A sufficient amount of data will be recorded for research validation and analysis.
4Section 6. LIMITATIONS
The limitations to the research include:
1. Because a variety of businesses and industries exist, it was unfeasible for the scope of this
study to be comprehensive of all industries.
2. The limitations of data collection make it impossible to make general statements about all
industries, businesses, and locations.
3. The sheer volume of engagements per post made it impossible for the researcher to distinguish
between positive and negative engagement. As a result, the study treats engagement as a
quantitative figure only without accounting for the positive or negative nature of the
engagement.
4. Due to a lack of definition for successful and unsuccessful use of Instagram, the research does
not distinguish between which companies in the sample are using the service more effectively.
5. Lack of access to the information from company databases make it unfeasible to measure the
effects that the recorded Instagram posts had on external site hits, sales, etc.
Section 7. DEFINITION OF KEY TERMS
Marketing - “Marketing is the activity, set of institutions, and processes for creating, communicating,
delivering, and exchanging offerings that have value for customers, clients, marketers, and
society at large (Gundlach & Wilkie, 2009).”
Brand - “The promise of the bundles of attributes that someone buys and provide satisfaction. The
attributes that make up a brand may be real or illusory, rational or emotional, tangible or
invisible” (Ambler, 1992).
Brand Recall - “relates to consumers' ability to retrieve the brand when given the product category,
the needs fulfilled by the category, or some other type of probe as a cue (Keller, 1993).”
Social Media - “A group of Internet-based applications that build on the ideological and
technological foundations of Web 2.0, and that allow the creation and exchange of user-
generated content. (Kaplan & Haenlein, 2010)”
5Social Media Marketing - “Social media marketing (SMM) is an interdisciplinary and cross-
functional concept that uses social media (often in combination with other communications
channels) to achieve organizational goals by creating value for stakeholders. (Felix,
Rauschnabel, & Hinsch, C., 2016)”
Engagement - “The sum of likes and comments on one, individual Instagram post or all Instagram
posts during an established time period” (Instagram Engagement | Simply Measured, n.d.).
Section 8. SUMMARY
This chapter provided a brief overview of the research project and addressed the
background, significance, purpose, research objectives, and questions that will be addressed.
Furthermore, the assumptions and limitations of the research were also briefly covered. Finally, the
key terms and definitions that will be used henceforth were clearly defined. In this study, the
researcher applies established academic concepts to the relatively new application Instagram to find
what techniques help to increase engagement. The paper begins with a review of the literature that
includes information on social media, social media marketing, Instagram, and a discussion of the
relevant marketing literature that will form the foundation of this research.
CHAPTER 2. LITERATURE REVIEW
In the literature review the researcher will introduce the context and theories on which this
research is based. First, social media and social media marketing will be defined. Where they fit into
the world of business will also be discussed. Second, there will be an introduction of the social
media platform on which this research is based, Instagram. Detail of its uses, features, and benefits
to businesses will be presented. Third, the relevant marketing literature and research will be
discussed thus preparing the reader for the hypothesis development.
Section 1. SOCIAL MEDIA & SOCIAL MEDIA MARKETING
Introduction of Social Media
6In order to understand the relevance of this study it is imperative to first discuss the current
status of the online world and the services that dominate it. This section will give a background of
what social media is, how it is used and why it is relevant to businesses.
The Internet has been rapidly changing the way that companies do business for years now
and as the Internet and its applications change, so must the way that companies utilize this resource
in business activities. Marketing is no exception to this as new ways to contact and interact with
customers increase every day. In recent years, social media including blogs, mini-blogs, social
networking services, video-sharing platforms etc., have created new ways for companies to engage
with customers and build relationships with them that stretch beyond the storefront.
Kaplan and Haenlein (2010) define social media as “a group of Internet-based applications
that build on the ideological and technological foundations of Web 2.0, and that allow the creation
and exchange of user-generated content.” This fundamentally makes marketing on these platforms a
two-way communication type with customers as opposed to the many forms of marketing that have
preceded it which have, by comparison, been essentially one-way from the business to the customer.
Social media giants such as Facebook, Twitter, YouTube and Instagram are redefining how the
Internet works by allowing users to connect, build community, generate and share content (Smith,
2009). This creates an opportunity for customers to voice their opinion and also a platform through
which companies can listen and respond (Fournier & Avery, 2011).
Growth of social media
In an excerpt, Carivou (2014) stated, “Social media has provided extensive economic
success for some innovative creators of these sites as well as groups that found ways to capitalize on
them by creating apps, data-mining software, and personalized advertising” (p.259). The success of
these people has been founded on the explosive growth of social media on a worldwide scale since
the turn of the millennium. The growth rates for social media services are staggering as more users
join the online community everyday worldwide.
According to eMarketer (2016), the number of social networks users worldwide has
increased from less than one billion in 2010 to over two billion in 2016. Strong and consistent
7growth is expected to continue for years to come. The current leader of Social Networking sites,
Facebook (2016), reported in its 2016 Q1 results that there are 1.09 billion active users of the service
everyday. Another social media giant, Twitter, reports having 310 million monthly users worldwide
(Twitter, 2016). With access to so many potential customers, it is no surprise that businesses are
trying to find ways to tap into this ever-growing online community.
Social Media in the Business Context
In his book on Social Media Brogan (2010) stated, “Social networks make for great ways to
understand the mind-set of the online consumer…” (p. 6). Social media enables business to interact
and engage with customers on a worldwide scale in real time around the clock. Companies can
gather information and understand what customers are thinking and feeling more effectively than
ever. According to Brogan (2010), Social networks are full of opportunities for generating leads and
gathering information that that can be used in sales and marketing. If utilized effectively, social
media can be used not only for businesses to understand their current customer but also to acquire
new ones. Social media provides a platform from which companies can put out their, name, product,
and purpose and receive feedback as soon as customers feel inclined to engage with them.
Types of Social Media
With the huge variety of social media services in the market, the ways in which people use
them vary by the service. Additionally, it can become confusing for companies to know which
service is most appropriate for accessing their target customers. Major types of social media include
but are not limited to social networks (Facebook, LinkedIn), Micro blogs (Twitter), Media Sharing
(YouTube, Instagram), Social News (Reddit, Digg), Bookmarking sites (Pinterest, StumbleUpon),
and more. Definitions of the aforementioned media types according to Grahl (2011) can be found
below:
Social Networks Services that allow you to connect with other people of similar interests
and background. Usually they consist of a profile, various ways to interact
with other users, ability to setup groups, etc.
Micro Blogs Services that focus on short updates that are pushed out to anyone
8subscribed to receive the updates.
Media Sharing Services that allow you to upload and share various media such as pictures
and video. Most services have additional social features such as profiles,
commenting, etc.
Social News Services that allow people to post various news items or links to outside
articles and then allow its users to “vote” on the items. The voting is the
core social aspect as the items that get the most votes are displayed the
most prominently. The community decides which news items get seen by
more people.
Bookmarking Sites Services that allow you to save, organize and manage links to various
websites and resources around the internet. Most allow you to “tag” your
links to make them easy to search and share.
Social Media Marketing
As defined by Felix, Rauschnabel, and Hinsch, C. (2016), “Social media marketing (SMM)
is an interdisciplinary and cross-functional concept that uses social media (often in combination with
other communications channels) to achieve organizational goals by creating value for stakeholders”
(p.6). In SMM companies release content that can increase brand awareness and customer reach with
the help of consumers who engage with the company’s content or share it in their social networks.
There are two types of branded social media marketing that include organic and paid. Organic
content is created by the marketer on a social platform and can lead to “earned” media, which is
when consumers share the content on the platform or offline via word-of-mouth. Paid content is that
which is paid for by the company and is shared through the social media service via of the services
advertising mechanisms (Fulgoni, 2016). This study is concerned with the organic content that is
posted to Instagram by brands. Fulgoni remarks on the increasing difficulty of building traction with
organic content because of the ongoing changes by social media services to favor paid advertising in
their content filtering algorithms. This trend causes decreases in engagement because the customer is
not viewing the organic content that the business or brand is producing for its marketing. If
9consumers do not view the content, then no matter how great the content may be it has no
opportunity to impact the customer.
Section 2. INSTAGRAM AND ITS SIGNIFICANCE
Now that the background of what social media and SMM are has been established, it is
imperative to discuss Instagram, the social media platform on which this study and its results are
based. In this section, basic information about the social media service, its standing in the social
media world, how it is used, its functions, as well as its place in the business context will be
discussed.
Instagram Introduction
Instagram is a media sharing service application that enables users to share photos and
videos with their network and the world. Silicon Valley entrepreneurs, Kevin Systrom and Mike
Krieger, launched the application on October 6, 2010. In April of 2012 Facebook acquired the
company for 1 billion dollars (Lagorio-Chafkin, 2012).
Basic Instagram Functions
It is important to discuss what functions are offered by Instagram to understand the context
by which businesses can utilize the service. In this section the main functions of the application will
be explained.
Instagram has five main sections to be navigated by users that include Profile, Camera,
Search and Explore, Home, and Activity. Diagram 1 shows the user interface of Instagram and the
following explanations of each section of the app are provided below using information from the
Instagram Help Center (2016):
Profile
“Profile shows your bio and Instagram posts. It's also where you can edit your profile info
and adjust your Account Settings” (Instagram Help Center, 2016). In this section users can see all of
the content they have uploaded to Instagram in one place. Users can also view the profiles of people
they are following as well as those of people following them. The number of people that user is
10
following and the number of users that are following that person are displayed. It is also possible to
view the “map” sub-section that shows where pictures were taken.
Camera
“Camera allows you to take photos with the Instagram camera or share photos from your
phone's library” (Instagram Help Center, 2016). Users can choose from a variety of filters and also
use Instagram’s photo editing options before posting content publicly. These Instagram specific
filters were a large selling point for users early on and contributed greatly to the application’s
adoption by consumers.
Search and Explore
“On Search & Explore you can find photos and videos that you might like from accounts
you don't yet follow. You may also see curated topics we think the Instagram community will enjoy”
(Instagram Help Center, 2016). Suggested accounts and posts are shown in this section. If users like
what they see, they have the option of following the profile that posted the content and then that
profiles content will display in the Home section that is described below. Users can also search for
other users’ profiles in this section or search hashtags, which will be discussed later.
Home
“Home shows a feed of photos posted by you and your friends. You can like and comment
on photos in your feed” (Instagram Help Center, 2016). In this section only the content of accounts
that the user is following will appear. The posts were originally shown in chronological order from
most recent to oldest posts. However, as many social media platforms are recently changing their
content displays methods, Instagram has also recently changed its Home section to organize posts
based on algorithms that are customized based on that user’s activity (Johnson, 2016).
Activity
“Activity displays likes and comments on your own posts, and lets you see the photos and
videos that your friends are liking and commenting on” (Instagram Help Center, 2016). In this
section users can see all of the information pertaining specifically to their profile or they can view
the activity of people they are following. If the user’s account name is mentioned in a comment,
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tagged in a photo, or someone engages with his or her content, this section is where the user will be
notified.
Diagram 1. Instagram Interface
Interactive Features
Now that the basic format of Instagram has been laid out, the interactive features necessary
to understand the measurement and results of this thesis will be discussed. In addition to basic
explanations of these features, relevant documented literature and information about how to best
utilize these features will be presented. This information is crucial to understand the hypotheses and
significance of this research’s results.
Follow
Home Search & Explore Camera Activity Profile
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By choosing to follow a user’s account, the users posts will appear in the home feed and the
activity section. When a user follows an account they become that user’s follower. This is how users
keep up with their favorite accounts. Users are free to follow as many users as they want.
Like
“A ‘like’ is a way to give positive feedback or connect with things and people you care
about on Instagram” (Instagram Help Center, 2016). The total number of likes a piece of content has
received is displayed just below the picture publicly. This is a good way to see if content is being
received well. Having more likes also helps to become a top post on hashtag pages, which are
explained later in this section.
Comment
Users can leave comments on content in the Home as well as Search and Explore sections.
Comments are an effective means for companies to understand customers’ feelings and respond
directly to them. Since users are free to write anything they want, positive, negative, and neutral
comments exist.
Hashtag
“You can add hashtags in the caption or comments of your post. If you add hashtags to a
post… (it) will be visible on the corresponding hashtag page” (Instagram Help Center, 2016).
Hashtags are denoted by the ‘#’ symbol. Hashtags act as a sort of keyword system that classifies
what each post is about and make it easy to search content of interest. Users are limited to 30
hashtags per post.
The appropriate number of hashtags per Instagram post has been a topic of controversy
since the application was launched. Accounts with 1000 followers or less have a much higher level
of interaction for posts with 11 or more hashtags. However, social media experts have advised
against using more than 2 hashtags for businesses (Lee, 2015). This study will address this debate
with a quantitative linear regression analysis that will look for a significant correlation between the
number of hashtags and engagement. This will be discussed further in the hypothesis development
section.
13
Hashtag Page
“All photos and videos people have shared publicly and tagged will appear on
corresponding hashtag pages. Posts appear in the order that they were shared” (Instagram Help
Center, 2016). If a specific post receives a lot interaction, in the form of likes and comments, then it
may become a top post for that hashtag page. In this case, the post will be shown at the very top of
the hashtag page. Becoming a top post means that more users who are browsing the hashtag of
interest will see that post content for a longer period of time than those that are not a top post.
Account Tagging
There are two ways to tag accounts. One is to tag them in the actual photo content so that
the user is linked to the actual post itself. The other way is to write the users name in the caption or
comment section. However, in the case of video content users can only be tagged in a caption or
comment. The tagging accounts feature provides another way for users to interact on Instagram and
engage with others. Users are directly notified when they are tagged, thus creating the opportunity to
share or engage with the post and user. On a company scale, tagging accounts can be an effective
way to highlight joint campaigns, display collaboration products, or start a dialogue with users and
companies alike.
Section 3. INSTAGRAM IN THE BUSINESSES CONTEXT
Until this point, this section has covered the basic functions, features, and usage of
Instagram. Bearing this in mind, the role that Instagram plays amongst other existing social media
platforms and its statistical standing amongst them will be detailed. The unique values and benefits
that Instagram can offer to businesses that other social media does not will be discussed.
Additionally, consumer data about Instagram usage will be presented that demonstrates why
Instagram is attractive from a businesses perspective.
Application and User Statistics
Since its launch, Instagram has experienced explosive growth and been adopted by
consumers at incredible speeds. Instagram currently boasts over 400 million monthly users, upwards
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of 80 million posts per day, and over 40 billion posts shared since its launch date (Instagram, 2016).
The application has even outgrown social media giants such as Twitter in terms of active monthly
users within its short six-year lifespan.
Recent information has shown that in terms of time spent in applications, Instagram is
ranked third in the USA. Furthermore, in terms of monthly active users the application ranks fifth in
the USA and eighth in Japan (McAlone, 2016). According to Duggan (2015), 28% of all Internet
users have an Instagram account and 83% of those users are between the ages of 18 and 49. With
such intense growth over such a short span, businesses are eager to utilize the application to tap into
the huge potential customer base to push forward business agendas.
Consumer Reach
Marketers are attracted to the continually increasing customer reach that Instagram can offer.
As Chris Buckley, chief digital officer at TMW Unlimited, stated: "With more users comes a
broader range of interests and content. It gives more scale to the brand-specific topics that
advertisers are interested in." In short, Instagram offers not only a broad reach to many customers
but also a deep reach that can be very customer specific (Vizard, 2015).
High Engagement
In addition to consumer reach that Instagram offers, another attractive point is the high level
of engagement and interaction compared to other social networking sites such as Facebook and
Twitter. This means that customers are liking, commenting, sharing, and account tagging more often
on Instagram than on other services. Engagement is important because it indicates whether or not the
brand is communicating in a way that captures the audience’s attention (Falls, 2012). It is a proxy
for how much interest there is from consumers in the content, products, or brand that are being
engaged with. A reason that has been cited for the application’s high engagement in the past has
been that it did not filter out brand posts with algorithms that were meant to encourage marketers to
use the paid marketing channels as is done in other social media such as Facebook (O’Reilly, 2014).
However, as mentioned earlier in the Instagram functions section, Instagram has recently switched
to an algorithm-based model. However, its engagement is still higher than other leading social media
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platforms such as Facebook and Twitter (Johnson, 2016). With higher engagement levels, businesses
can actively see what products, services, and content are being received well and poorly.
Additionally business can solicit feedback from customers more effectively because they are more
likely to engage on Instagram than other social media platforms.
Brand Evaluation Influence
As Beukeboom, Kerkhof, and de Vries (2015) proved in their study, following a brand and
seeing its updates can cause positive changes in brand evaluation in consumers. This means that if
businesses can convert Instagram users into followers, they have the potential to positively influence
the way that the consumers perceive their brand. This change in brand perception can lead to
changes in consumer choice thereby affecting the actual sales and business revenues. An example of
this was shown in an Instagram study where one brand using Instagram was able to achieve a 14-
point increase in purchase intent among 25-34 year olds using the application. In that same study
Instagram found that campaigns on the application produced ad recall levels three times higher than
the Nielsen Online Ads average (O’Reilly, 2014). When users follow a business or brand on
Instagram that business earns a free advertising window into that users everyday life. These two
studies are crucial in the development of hypothesis 8 of the research, which will be discussed later.
However, based off of these two pieces of academic literature the researcher of the researcher will
prove in this study that engagement is a metric of worth for businesses and should be monitored.
Section 4. RELEVANT MARKETING TECHNIQUES AND RESEARCH
This section will briefly review the existing literature that is separate from Social Media and
Instagram. With the literature discussed henceforth as a foundation, a number of the hypotheses and
classifications for this study will be constructed. Research and concepts that will be discussed
include Brand Element, Lifestyle Branding, Advertising Alliances, Calls-To-Action, Celebrity
Endorsement and Brand Recall.
Brand Element
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The brand element covers the visual brand identity cues in advertisements. It includes the
brand name, trademark and logo (Keller, 2003). There are varying opinions among advertisers about
how much of the brand element should be featured in an ad. Some are proponents of ensuring that
the product or company name appears clearly and loudly (Smith, 1973). According to Pieters and
Wedel (2004), “The reasoning is that a prominent brand element, reflected among others in its size,
captures more attention to the brand, which is necessary for obtaining the desired brand-
communication effects” (p.37). With a large and defined display of the brand element, advertisers
hope to increase customer-based brand equity. Customer-based brand equity occurs when a
consumer is familiar with the brand and regards it with favorable, strong, and unique brand
associations in their mind (Keller, 1993).
However, some advertisers have claimed that by aggressively putting the brand element in
the consumers face, a contrary effect will actually occur. When consumers see a heavy brand
element, it immediately warns the reader that they are looking at an advertisement. According to
Aitchinson (1999), “consumers hate advertising” (p. 61). A natural reaction to this is for marketers
are minimizing or curtailing brand presence (Kover, 1995). Aitchinson further argues that
advertisements should be so good that consumers know what brand it is without the brand element
even being present.
The research conducted by Pieters and Wedel about the largeness and clearness of the brand
element in print advertising made quantitatively backed findings. According to the study, “Increases
in surface size of the brand element do not have a negative effect on attention to the entire
advertisement,” (Pieters & Wedel, 2004, p. 48). However, their findings were only conclusive for
printed advertisements. Their study used eye-tracking technologies to monitor the attention of
subjects. However, this study will use engagement as a proxy to measure viewers’ attention to the
marketing content on Instagram and their reaction to it. To the knowledge of the researcher, whether
or not Pieters and Wedel’s results holds true on Instagram has yet to be proven. And because of the
decline of the print industry that has been experienced over the past decade (Sridhar & Sriram, 2015),
17
the researcher believes that knowing whether or not Pieters and Wedel’s findings hold true on a
growing social media platform is valuable.
Lifestyle Branding
Brands often make efforts to portray products in the context of a particular lifestyle that fits
the desired lifestyle of the target consumer. Similarly, consumers purchasing decisions are often
guided by their desire to either identify or not be identified with a particular lifestyle image. As
Saviolo and Marazza (2013) define them, “Lifestyle Brands describe who we are, what we believe,
what tribe we belong to. They communicate our status and our aspirations. They indicate the way we
deal with our life and sometimes reflect our own unconscious” (p. 60). As found in a study on
lifestyle imagery portrayal, consumers that aspire to affiliate with a particular group are motivated to
learn about that group’s consumption habits in great detail and emulate them (Engis & Solomon,
1995).
As Chernev, Hamilton, and Gal stated (2011), “The idea that consumers use brands to
express their identities has led many companies to reposition their products from focusing on
functional attributes to focusing on how they fit into a consumer’s lifestyle” (p.66). Companies are
aligning themselves with the lifestyles that consumers aspire to. If a brand can convince customers
that they represent the lifestyle that customers want to have, capturing consumer loyalty becomes
one step closer. Consumers will continue to buy the brand’s products so that they can buy into the
lifestyle that the brand represents to them. As cited by Birkner (2011), “We use brands to validate
our lives. A lot of our consumption activities are becoming more sacred because we attach meaning
to them” (p.23). If businesses employs a lifestyle branding approach on their Instagram profiles then
there is a chance that consumers who identify with the lifestyle that the brand is promoting will be
more motivated to engage with that type of content than content that does not feature the lifestyle
that they are looking for in the brand.
Advertising Alliance
In a study of brand image repair, Maehle and Supphellen (2015) compared the effects of
single-brand advertising against those of an advertising alliance with another brand. The goal was to
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see which type of campaign better revitalized the desired personality traits that consumers held in
regard to a brand. In the study, single-brand advertising was defined as, “an advertising campaign
for the focal brand targeted at the personality dimensions in need of revitalization” (p. 452). On the
other hand, an advertising alliance was classified as a campaign, “in which the focal brand is linked
to a partner brand with desirable personality traits” (p. 452).
In single-brand advertising, the positive links in consumers’ minds about the brand’s name
and positive traits are strengthened. The new ad that the consumer perceives highlighting a positive
trait is linked to the brand in the customer’s mind increasing the accessibility of the traits (Collins &
Loftus, 1975.) Ultimately, this results in higher ratings of the positive traits of the brand.
For advertising alliances, research by Meyeres-Levy and Tybout (1989) demonstrated that
when consumers have the time and ability to consider brand alliances, they put effort into thinking
about why those two brands are being featured together. This results in stronger processing by the
brain and learning about the brand and makes more links between the positive traits and the brands
being featured together.
The study concluded the advertising alliance should induce greater effects on the positive
personality traits of the brand than a single-brand advertisement (Maehle & Supphellen, 2015). If
this is true then, in the context of this research paper, there is a possibility that the strengthened and
positive personality traits that the consumers gain may motivate them to engage with the content on
Instagram.
Call-To-Action
A number of online marketers have suggested that a crucial element of Instagram for
businesses is including a call-to-action in posts. One social media adviser even went as far as saying
that the call-to-action button is the most important part of a website or company profile (Soni, 2015).
By definition, in marketing, “a call-to-action (CTA) is an instruction to the audience to provoke an
immediate response, usually using an imperative verb such as ‘call now,’ ‘find out more,’ or ‘visit a
store today’” (Daukas, 2015).
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CTA ads are designed to drive the viewer to some sort of immediate measurable action or
result. They often involve an offer to attend an event, offer a means for the customer to learn more,
or solicit information from the customer (Thacker, 2011). According to Thacker, these types of ads
should accomplish two objectives. The first is of converting prospective consumers into customers.
The second is building a database of prospective clients who have interest in the business’s product
or service that can be marketed to later.
In a case study conducted in 2013, the positive effects on lead generation and customer
conversion were observed. An international school was able to consistently generate 12 times as
many new leads per month when compared to one year earlier. The difference was the addition of
CTA buttons and links on the website (Gough, 2013).
Celebrity Endorsement & Brand Recall
Marketing studies have suggested that using celebrities in advertisements can enhance
brand recall and the perception of a product’s value (Clark & Horstmass, 2013). As defined by
Keller (1993), “Brand recall relates to consumers' ability to retrieve the brand when given the
product category, the needs fulfilled by the category, or some other type of probe as a cue” (p. 3).
Essentially, featuring a celebrity’s likeness in an advertisement brings credibility to the brand and
enhances its image for customers therefore making it easier for them to remember that brand.
Consumers relate the qualities that the celebrity engenders to the product. According to Bondrea and
Ștefănescu-Mihăilă (2014) celebrity endorsement has an impact on the feelings of customers and the 
position they have concerning the brand, thus enhancing the purchase intentions of customers and
sales of the business. If celebrities can influence consumers and alter their purchasing habits, then it
seems very likely that consumers will be more motivated to engage with content that features
celebrities that they admire.
Section 5. SUMMARY
This chapter gave a background of social media and social media marketing. It also
introduced the platform on which this study is based, Instagram. Furthermore, this chapter discussed
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Instagram in the context of business and detailed the qualities and benefits that Instagram offers that
other social media currently do not. Additionally, the marketing techniques and research relevant to
this paper including brand element, lifestyle branding, advertising alliances, calls-to-action, celebrity
endorsement, and brand recall were presented. The background of social media and a basic
understanding of the concepts presented in this chapter are crucial in order to comprehend the
hypotheses that will be put forward in the next chapter. This understanding is also important to
understand how the hypotheses will be tested in the context of engagement, which will be discussed
in the next chapter as well.
CHAPTER 3. HYPOTHESIS DEVELOPMENT AND POST
CLASSIFICATIONS
The previous chapter gave a background on Instagram and the existing literature that will
serve as the basis of this paper’s hypotheses. This chapter will detail the hypotheses of the researcher
and give explanation as to why these results are expected. The post classifications based on the
literature reviewed in the last chapter will be detailed in this chapter. Based on these classifications it
will be possible to test each hypothesis. Examples that highlight each classification will be included
to further the reader’s understanding of the study. The significance of the hypotheses will also be
discussed.
Section 1. BRAND ELEMENT
Pieters and Wedel’s research on brand presence in advertisement was concerned with that
of print advertisements only. As Sridhar and Sriram (2015) asserted, the online advertising industry
has had negative effects for spending on print advertising. With advertising today occurring more
frequently online as the print industry continues to decline, the researcher believes it is valuable to
know if the findings of Pieters and Wedel’s (2004) research will hold true in a new online
environment. In their experiments, they used data from eye tracking technology to observe attention
capture of subjects. This study will use engagement as a proxy to measure the attention capture of
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content posted by brands on Instagram. The researcher expects that Pieters and Wedel’s findings
will hold on Instagram as well. This view is expressed in hypothesis 1 below.
H1: The amount of engagement on posts will not be impacted by the presence or non-presence
of a brand element
Brand Element Classifications
To test the hypothesis stated above based on the findings published by Pieters and Wedel
(2004) which stated that changes in the surface size of the brand element did not make a significant
change in viewer attention in regard to the ad, three categories appropriate to Instagram were made
by the researcher. They are detailed below and are mutually exclusive of each other.
Heavy Brand Element
Brand logo, name, typeface, packshot, etc. is shown directly. The brand becomes the
centerpiece of the image or video. A typical heavy brand element picture is shown in Figure 1
below. Packshot was also included in this classification and is defined by the Cambridge English
Dictionary as, “a photograph or short piece of film showing a product and its package in a way that
can be used to advertise the product.” It was included in this classification because it shows the
product and brand directly, familiarizing the viewer with the product. An example of a Packshot
photo in shown in Figure 2 below.
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Figure 1: Heavy brand element post by Volcom Figure 2: An example of Packshot by Stussy
Source: Volcom Instagram Profile Source: Stussy Instagram Profile
Light Brand Element
The Light Brand Element classification describes content in which the brand logo, name, or typeface
are not directly featured but are still present. The brand is not the centerpiece but is still a part of the
image or video. Below, Figure 3 shows an example of a light brand element post. As can be seen,
the puma logo is just visible on the shirts of the athletes. However, the puma brand is clearly not the
centerpiece of the photo.
No Brand Element
Figure 3: A post with a light brand element by Puma
Source: Puma Instagram Profile
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No brand element content is classified as that in which the brand logo, name, or typeface is
not present in the image or video. It is the variable that makes the brand element classifications
comprehensive. The no brand element classification makes it possible to test whether or not the
presence of brand element makes a significant difference in user engagement.
Section 2. LIFESTYLE CONTENT
As discussed in the literature review about lifestyle branding, consumers look to brands for
expression of self-identity. Consumers aspire to affiliate themselves with groups that they admire.
To fit in with these groups, consumers make efforts to learn about them by following and learning
about the consumption habits of groups that they aspire to be a part of and mimic them. The
researcher believes that consumers’ desire to affiliate with certain lifestyles will be evident in the
quantitative data compiled for content that includes a lifestyle branding element. The researcher
expects that this desire will be expressed by consumer behavior in the form of likes and comments.
This information will ultimately reflect in the aggregated data that is expressed as engagement.
Hypothesis 2 expresses this view below.
H2: The amount of engagement on posts will be positively impacted by the presence of a
lifestyle element.
Lifestyle Content Classification
To test the hypothesis put forward above, the content classification of lifestyle content was
created. In lifestyle content the brand element or product may or may not be directly featured in the
content but the image or video represents the lifestyle that the brand is attempting to make
consumers associate it with. Lifestyle content attempts to embody the interests, attitudes, and
opinion of a group or culture. The lifestyle content classification was created based on the literature
reviewed in the Lifestyle Branding section presented in the previous. It will be used to quantitatively
test whether or not employing a lifestyle branding approach on Instagram makes a difference in
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consumer engagement. Lifestyle content examples are displayed inエラー!参照元が見つかりま
せん。 andエラー!参照元が見つかりません。.
Figure 4: A lifestyle post from Quicksilver with
no brand element
Figure 5: A lifestyle post from Vans with a light
brand element
Source: Quicksilver Instagram Profile Source: Vans Instagram Profil
Section 3. ADVERTISING ALLIANCE
As proven in the research regarding ad alliances in the literature review, advertisements
featuring the brand element of another business or brand with desired properties or aspects result in
stronger mental associations with positive aspects for the focal company. It is from this research that
hypothesis 3 is drawn and detailed below. Based on the reviewed literature, the researcher believes
that featuring another brand with desired traits will strengthen the positive mental associations
consumers have for a particular brand prompting them to engage with the content in the form of a
like or comment. This view is expressed in hypothesis 3 below.
H3: The amount of engagement on posts will be positively impacted by the presence of another
company or brand’s brand element.
Ad Alliance Classification
The ad alliance classification will be the basis for testing if advertising alliances as studied
by Maehle and Supphellen (2015) work to increase engagement on Instagram. Content that are
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included in this classification are videos or pictures that feature the products or brand element of
another company. Figure 6 below shows an example of ad alliance content with heavy brand
element.
Figure 6: An ad alliance post with heavy brand element by Calvin Klein featuring music service
Spotify’s brand element
Source: Calvin Klein Instagram
Section 4. CALL-TO-ACTION CONTENT
As discussed in the literature that reviewed the use of call-to-action functions on the web
and social media platforms, it has been proven that including CTA’s can drive customers to pursue
the next step in the customer conversion process that marketers aim for. However, prior research has
not concluded the effects on engagement in the form of likes and comments on Instagram.
hypothesis 4 will test whether or not CTA’s stimulate engagement. Considering that CTA’s often
alert consumers to campaigns, opportunities that may benefit the consumer, or links to more content
in which the consumer may be interested, the researcher hypothesizes that the effect CTA’s have on
engagement will be positive. This hypothesis is clearly stated below.
H4: The amount of engagement on posts will be positively impacted by the presence of a Call-
To-Action.
Call-To-Action Classification
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The call to action classification can be applicable to both the video and picture content itself
or to the caption of the picture. A call to action post directly solicits a specific action from the user
via of a landing page link, a request to tag a friend in the comment, etc. These are often used as an
alert to promotions, or to announce the start of a campaign. Below, Figure 7 shows an example of a
call to action post by Lacoste that asked followers to share content with the hashtag,
“supportwithstyle” for a chance to be entered in a contest that they were conducting during the
observation period. The details of the contest were described in the caption of the picture on
Instagram.
Figure 7: An example of a call to action post by Lacoste that asked users to share content withthe hashtag shown in the picture
Source: Lacoste Instagram Profile
Section 5. CELEBRITY ENDORSEMENT
As has been explored by numerous studies in different forms of media, featuring celebrities
is an effective way of making consumers remember an ad, product, or brand. Assuming that brands
choose to feature celebrities that are in line with the preferences of its followers, the researcher
believes that it is logical to assume that consumers that view the content will be more likely to
engage. In Hypothesis 5 the researcher is concerned with whether or not the presence of a celebrity
has an impact on engagement. Considering that previous studies, discussed earlier, have proven that
celebrity endorsement of a product in other forms of media can actually increase purchase intent of
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consumers, the researcher hypothesizes that celebrity presence in content will have a positive effect
on engagement. This is detailed clearly below.
H5: The amount of engagement on posts will be positively impacted by the presence of a
celebrity.
Celebrity Endorsement Classification
In the celebrity endorsement classification, the image or video features a celebrity endorsing
the product or brand. The celebrity’s likeness must be clearly discernable in the image or video
content. For the purposes of this study a person was included as a celebrity if they had 10,000 or
more followers on Instagram. This number was chosen so that the study could include the various
influencers on Instagram including well-known bloggers and social media content creators. If a
celebrities name was included in the caption it was not counted under this classification. The reason
being that the research this classification is based on only concerned the viewing of a celebrity’s
image in ads and did not include information on a celebrity’s name in a textual presentation. Below,Figure 8 shows an example of celebrity endorsement content from Polo Ralph Lauren that feature
Leonardo Di Caprio, who had over 7 million followers on Instagram during this study, and Robert
De Niro.
Figure 8: Celebrity Endorsement from Robert De Niro and Leonardo DiCaprio with the founder of
Polo Ralph Lauren
Source: Polo Ralph Lauren Instagram Profile
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Graphic Presentation of Classification Relationships
Diagram 2 below graphically illustrates how the seven classifications presented thus far relate to
each other. As can be seen, the brand element classifications are mutually exclusive of each other.
However, the remaining four classifications can be present in each type of brand element category.
Additionally, the remaining four classifications are not exclusive of each other. This means that a
post can potentially be classified into all four of the categories of lifestyle content, ad alliance, call-
to-action, or celebrity endorsement.
Diagram 2
Section 6. HASHTAGS
As discussed earlier, the number of hashtags allowed on a post is limited and there is debate
about whether having more, less or an absence of hashtags in a post is beneficial or negative.
Research has shown that for individuals with an Instagram account, more hashtags help to boost
engagement (Lee, 2015). However, there is little research regarding the use of hashtags for
businesses and brands. With the view expressed below in hypothesis 6, the research will examine
what type of effect hashtags have on a post. The hypothesis is detailed below and is based off of
Lee’s recommendation from 2015 that said companies should not use many hashtags.
Heavy BrandElement• Lifestyle Content• Ad Alliance• Call-To-Action• CelebrityEndorsement
Light BrandElement• Lifestyle Content• Ad Alliance• Call-To-Action• CelebrityEndorsement
No BrandElement• Lifestyle Content• Ad Alliance• Call-To-Action• CelebrityEndorsement
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H6: The amount of engagement on posts will be negatively impacted by the presence of a
hashtags in the post.
Section 7. VIDEO CONTENT & IMAGE CONTENT
As was mentioned in the introduction of Instagram, the social media platform supports two
types of content, picture and video. The researcher will test which of the two media will receive
higher engagement for the selected companies. According to a study, Instagram videos received an
average of 13 less interactions per 1000 followers for video than for images (Harris, 2013). However,
this study was conducted very soon after the initial launch of Instagram’s video capabilities.
Additionally, the study was not focused on the specific industry that this study is. Therefore,
it is possible that the adoption of video content by users may have changed since the time of the
original study and it is also possible that video content will bear different results for the industry of
interest in this study than what was studied in Harris’ (2013) research. However, the researcher
hypothesizes that the study’s findings will remain in line with Harris’ work despite the time passage
and the narrowing of industry. This hypothesis is detailed below.
H7: The amount of engagement on posts will be negatively impacted by video content
Section 8. ENGAGEMENT AND FOLLOWER INCREASE
The final hypothesis concerns whether or not engagement is a valid measure for creating a
following on Instagram. Although this may seem somewhat obvious, it is potentially the most
important hypothesis of this study. Without proof of a relation between higher engagement and
follower conversion on Instagram, the preceding hypotheses, right or wrong, don’t have justifiable
value for businesses. However, if higher engagement on content is proven to lead to more followers
and the act of following, as proven by Beukeboom, Kerkhof, and de Vries research from 2015, is
able to influence consumers’ perception of brands, then having higher engagement has value for
businesses. Therefore the researcher aims to prove that engagement levels have an effect on follower
creation by testing hypothesis 8 that is detailed below.
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H8: Higher engagement on posts will lead to larger follower increases within the 5-day period
from the original post
Section 9. SUMMARY
In this chapter the researcher presented the hypotheses of this study and gave explanation as
to why the hypothesized results are expected. The researcher also referenced the key academic
literature that led to the creation of these hypotheses for Instagram, which were covered more deeply
in the literature review. Additionally, the classifications that were created to test the hypotheses that
required special classifications were introduced and explained. Comprehension of these
classifications is necessary to understand how they will be measured in the context of engagement,
which will be introduced in the next chapter. This chapter prepared the reader to understand the
framework and research method, which will be presented next.
CHAPTER 4. FRAMEWORK AND RESEARCH METHOD
In this chapter the researcher will outline the way in which the data was gathered, recorded,
and measured. The data collection methods, data measurement methods, and coding procedures will
be presented. Crucial elements in this chapter include a discussion of the company selection method,
as well as an explanation of the dependent, independent, and control variables of the study. This
chapter will prepare the reader to understand the results.
Section 1. DATA COLLECTION METHOD
The researcher conducted an unobtrusive quantitative content analysis of 20 clothing and
accessory brands that have an active presence on Instagram. The criteria that were created for
selecting companies are detailed below. The observation method and reasoning behind it are also
described.
Company Selection Criteria
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To ensure soundness of the results, the researcher determined that the industry of the
selected companies must be the same. The clothing and accessory industry were selected because of
Instagram’s congruence with the goals of the fashion industry (Wilson, 2014). The appeal that
Instagram offers to clothing brands and the large followings these companies have been able to
amass made this industry a suitable choice. With larger followings on Instagram comes a larger
sample size that will raise the level of precision to be expected from the results. To make the sample
more precise, only companies that have their own brand were included in the study. Additionally,
those companies were required to be involved in B2C sales of their products. Because the usage
rates of Instagram vary between countries, another requirement of the study was that the brands had
to be retailing in the USA. Although Instagram accounts are not restricted by country, making
business activity in the USA a requirement offers each brand being studied access to the biggest
market of Instagram users (SimilarWeb Statistics, 2016). Furthermore each company included in the
sample was required to have over 500,000 followers on Instagram. A requirement on follower
number was put in place to ensure that the measurements are of the same relative scale for each
company in the sample. Finally, all profiles in the sample were required to post consistently on at
least a once every two weeks basis. This accounts for the variety of companies that have different
posting styles that can vary from multiple posts per day to those that post less frequently. The list of
companies as well as additional information regarding the number of posts over the period, initial
followers and the change in followers is detailed in Appendix A.
Observation Method
The observation period spanned a total of 16-days from May 15 through May 30, 2016. For
consistency over the observation period, each brand’s Instagram profile and posts were checked
once per day at the same time between 8 AM and 9 AM (JST). The online service known as
PeopleMap assisted the researcher in data collection. The observation was broken down into two
main parts that overlapped each other in time frame. The first part was conducted between May 15
and May 25. Over these first 11 days each post made by all 20 brands were recorded on a daily basis.
The information recorded included basic information about each post and profile. Information such
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as date of post, time of post, type of media (picture or video), number of hashtags, number of tagged
accounts, caption, and the number of followers of the brands’ account at the time of recording were
noted on a spreadsheet. The second part was conducted between May 20 and May 30. During this
time frame the dependent variables of the study were recorded five days after the initial post. For
example, a post made on May 20 would be examined again on May 25 and the dependent variables
would be recorded. The dependent variables will be discussed in the next section. The data collected
for each post in this part included the number of likes received, the number of comments made, and
the number of followers for each profile five days after the post. A five day time period for
recording the variables was deemed appropriate based on research that stated that 75% of a typical
Facebook post’s total engagement is reached after five hours, while Twitter’s is reached after only
three hours (Lee, 2014). Because of the similarity in nature between Instagram and the
aforementioned social networking services, the researcher deemed that a five-day period for
Instagram before recording engagement information for each post would reasonably allow a suitable
amount of time for the majority of the engagement each post would receive to accumulate.
Section 2. DATA MEASUREMENT METHODS
Scope of Analysis
The results of the study were computed using linear regression analysis. This study aims to
make a general framework for studying Instagram usage from a general business perspective and
therefore does not aim to analyze each company individually. As a result, the researcher analyzed
the entire sample set from all companies as a whole and did not analyze each company’s sample of
posts individually. This means that the unit of measurement was each post and not each company’s
Instagram profile itself.
Dependent Variables
The dependent variable used to measure each post for hypotheses 1-7 of the study is
engagement. Engagement was selected because it encompasses all measurable user interactions on
Instagram numerically. Engagement will be accounted for in two ways with separate models that
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will both be considered in the findings and results of this study. The first way that engagement will
be accounted for is by adding the total number of likes and comments on a post as shown
mathematically below.
Total Engagement = Total Number of Likes + Total Number of Comments
Because the number of followers that each account has is so influential on the amount of
engagement received on each post, the second way that engagement will be accounted for is by
factoring in the number of followers for each account into the dependent variable itself. This will be
done by dividing the engagement as shown above by the number of followers on the day of the post
and will be denoted in the results table as eng./fol. The key difference between this second model
and the first model discussed above is that the number of followers is accounted for as a normal
control variable in the first model and in the second it is accounted for directly in the dependent
variable as shown below.
Eng./Fol. = ୘୭୲ୟ୪୒୳୫ ୠ ୰ୣ୭୤୐୧୩ ୱୣା୘୭୲ୟ୪୒୳୫ ୠ ୰ୣ୭୤େ୭୫ ୫ ୬ୣ୲ୱ
୒୳୫ ୠ ୰ୣ୭୤୊୭୪୪୭୵ ୰ୣୱ୭୬ୈୟ୷୭୤୔୭ୱ୲
Linear regression models that measure likes and comments as dependent variables will also
be included in the results tables so that the factors that comprise engagement can be examined
individually. However, engagement, and not the individual factors that comprise it, is the main
interest of this study.
For hypothesis 8 the dependent variable will be the change in followers. Examining the
change in followers gives insight as to what influence the content had on converting viewers of the
posted content into followers. The dependent variable, change in followers, was calculated by
subtracting the number of followers observed five days after the post was made from the initial
number of followers observed on the day of the post. This is shown mathematically below.
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ΔFollowers= Followers 5 days after post - Followers on day of post 
Independent Variables
The independent variables of the study include the classifications for Instagram content that
the researcher created based of off previous academic literature and online marketing research.
These classifications were discussed in depth in chapter 3 and include heavy brand element, light
brand element, no brand element, lifestyle branding, advertising alliance, call-to-action, and
celebrity endorsement. These independent variables and the literature behind them have been
discussed at length in previous sections. These variables were all accounted for by noting whether or
not they were present in the content on a spreadsheet.
Another independent variable that will be included is the number of hashtags per post. The
number of hashtags on a post will contribute to the data by accounting for the number of ways in
which the selected brand is attempting to reach outside of its current followership. As discussed
earlier, hashtags are used on Instagram to sort content by relevant themes. From a business
perspective, they are useful in creating access points for consumers that are browsing the content
stored under the corresponding hashtag page. Due to this research’s company selection criteria of
requiring a high following, the number of engagements on a post for any brand in the sample will be
relatively high compared to most Instagram profiles which will more than likely result in the
business’ post being featured as a top post in most of the hashtag pages that they choose to
participate in. The researcher believes that this may influence engagement heavily. The number of
hashtags of each post was hand-collected by the researcher and noted.
Finally, content type, referring to image or video, will also be an independent variable.
Because the presentation style and necessary viewing time are essentially different for images and
videos, this variable will test whether or not consumers’ engagement is responsive to the difference
in content type. Content type was noted as 1 for video and 0 for images so the results will show the
impact that video content has on engagement.
Control Variables
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For hypotheses 1-7 the models using the dependent variables engagement, likes, and
comments will include the number of followers on the day of the post as a control variable. This is in
contrast to the model that accounts for followers by including it in the actual dependent variable,
represented by eng./fol., as discussed earlier and represented by model 4 on Table 3. The number of
followers is an important variable to consider in these tests because the number of followers an
account has significantly impacts the total engagement that each post receives. This can be
confirmed when looking at the tables of the linear regressions in the results sections.
The researcher believes that including the number of followers on the day of the post as a
control variable is important because it shows the standing of the brand in regard to customer
awareness of the brand at the time of the post. Because the number of followers for the brands
included in the sample change everyday, controlling for this variable gives the data a raw and
updated look at the awareness of the brand by customers and therefore accounts for more aspects of
the brand’s value than simply using a company ID number as a control variable. Naturally,
customers’ awareness of the brand cannot be measured solely by the data from Instagram data but
the researcher believes it is a good proxy to show the brands efforts both inside of Instagram’s
platform and outside of it in making their brand known to customers. If a brand has a large number
of followers then it can be deduced that consumers are both aware hold interest in it.
Coding
Prior to coding, the researcher reviewed various academic literature and web resources
relevant to the theme of study. An initial codebook was created that recognized the themes present in
Instagram content for the industry of study. The classifications were discussed in depth in the
hypothesis development section. The recognized themes included; heavy brand element, light brand
element, no brand element, lifestyle content, advertising alliance, call-to-action, and celebrity
endorsement. After completion of the observation period, the researcher went through each
Instagram post that was recorded and judged whether or not the content included each theme noted it
in an excel document that was suitable for linear regression analysis.
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Section 3. SUMMARY
This chapter provided an explanation of the data collection method that was applied for the
study. It reviewed how the companies were selected, what data was collected and the manner in
which it was collected. It also defined the scope of analysis, and discussed the dependent,
independent, and control variables. Finally, the coding of the research was discussed. Using the
information given in this chapter, the presentation of the results is now possible.
CHAPTER 5. RESULTS
Section 1. PRESENTATION OF THE RESULTS
A total of 278 samples were collected from the 20 brands over the observation period. This
chapter will first give a textual presentation of the results of the study. Following this, four tables
that express the results graphically will be presented. Table 1 gives the descriptive statistics of the
classifications, Table 2 shows the correlations of the variables, Table 3 shows the linear regressions
for hypotheses 1 through 7, and Table 4 shows the linear regressions for hypothesis 8. For the results
of hypotheses 1-7, models 1 and 4 of Table 3 are the main references that should be considered
when analyzing the results.
Looking at Table 1, the general patterns of the collected samples are displayed. Almost 70%
of the posts included a lifestyle content element. Additionally, it also seems that the companies that
were observed preferred to show less brand element as a whole with 49% of the posts showing no
brand element and 32% showing light brand element. Furthermore calls to action were used in
almost half of the observed posts.
Hypothesis 1 predicts that the presence of brand element will not affect the level of
engagement posts receive. Models 1 and 4 of Table 3 display the coefficients and t values of both
heavy brand element posts and no brand element posts. Light brand element was left out of this
model because the three categories are mutually exclusive and including it would nullify the results.
Although Model 1 shows that posts with no brand element have a significant effect at p<0.05 levels,
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when other models were tested that replaced heavy brand element with light brand element as well
as models that only included no brand element, to test if brand presence had an effect at all, there
was no significance observed. In light of the many other tests run to test this hypothesis, the results
of Model 4 in Table 3 are the most representative of the true data. The models tested provide support
for hypothesis 1.
Hypothesis 2 predicted that lifestyle branding content would receive higher engagement
than those that did not have it. Model 1 of Table 3 shows a positive coefficient (2917.3) with t (2.14)
at p<0.05 levels while Model 4 also bears positive coefficient (0.0029) and t (4.11) at p<.001 levels.
Although models account for the number of followers differently, both show a positive relation
between lifestyle branding content and total engagement. The results show support for hypothesis 2.
Hypothesis 3 predicted that ad alliances would receive higher engagement than content
without it. Model 1 shows coefficient (-1136.9) with t (-0.74) with no proven significance while
Model 4 shows coefficient (-0.002) and t (-2.51) with significance at p<0.05 levels. Other models
conducted to test hypothesis 4 that included changing brand element variables failed to show
consistent significance for ad alliance content. The research does not provide convincing support for
hypothesis 3. However, it is worth noting that the coefficients and in all models were negative
except for the model that measured only for comments which were positive but not significant.
Hypothesis 4 predicted that call-to-action content would produce higher engagement than
content that did not feature a call-to-action. Model 1 gives coefficient (-2383.9) and t (-2.32) with
significance at p<0.05 levels. Model 4 shows coefficient (-0.00205) and t (-3.82) with significance at
p<0.001 levels. This data disproves hypothesis 4 and gives support for the opposite result that
hypothesis 4 predicted. Meaning that call-to-action content actually has a negative impact on
engagement.
Hypothesis 5 predicted that the presence of a celebrity in a brand’s Instagram content would
increase the content’s total engagement. Models 1 and 4’s results differ on this hypothesis. Model 1
gives coefficient (-2654.1) and t (-2.24) with a negative significance at p<.05 levels. Model 4 also
has negative coefficient (-0.00064) and t (-1.04) with no significance. As with other hypotheses, this
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was tested in other models that accounted for different brand element levels and no brand element at
all. The results of those tests in combination with the results of Model 4 did not provide conclusive
support for hypothesis 5. Thus, celebrity presence as defined in this study does not have a significant
effect on total engagement.
Hypothesis 6 predicted that a larger number of hashtags included in a post would have a
negative effect on total engagement. Although it is interesting to note that the coefficients in Table 3
for model 1 (-228.7) and model 4 (-.000325) both indicate negative effects on total engagement as
the hypothesis predicted, they are not significant. The results shown in Table 3 do not support
hypothesis 6.
Hypothesis 7 predicted that video content would be less effective in garnering engagement
than image content. The coefficients in Model 1 (-7,947.7) and t (-4.67) as well as the coefficient in
Model 4 (-0.00407) and t (-4.60) are all negative and significant at p<0.001 levels. Thus, there is
evidence that video content is less effective in gaining engagement than images. The results provide
support for hypothesis 7.
In order to test hypothesis 8, the researcher used linear regression to verify that there is a
correlation between total engagement on a post and the change in followers. Hypothesis 8 predicted
a positive relationship between total engagement on a post and the change in followers five days
after the post. From the information provided by the regression, the coefficient (0.442) and t (4.45)
are positively significant at p<0.001 levels. Table 4 illustrates the strong significance observed from
the sample. The results give strong support for hypothesis 8.
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Variables 1 2 3 4 5 6 7 8 9 10
1 Heavy Brand Element 1
2 Light Brand Element -0.3319 1
3 No Brand Element -0.4661 -0.6723 1
4 Lifestyle -0.3442 0.1647 0.1092 1
5 Celebrity -0.17 0.1103 0.0177 0.3323 1
6 Ad Alliance -0.1357 -0.1162 0.1983 -0.3301 -0.0504 1
7 Call-To-Action 0.0911 -0.0213 -0.0587 -0.2468 -0.0102 0.2406 1
8 Number of Hashtags -0.0656 0.0529 -0.0068 0.2785 0.2056 -0.1987 -0.1189 1
9 Video 0.1602 0.0567 -0.1756 0.222 0.0728 -0.0269 0.0357 0.1185 1
10 Followers Day Of 0.0442 0.1986 -0.2151 0.1707 0.1535 -0.1976 -0.0353 -0.1369 -0.0317 1
Correllations
Table 2.
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Change In Followers
Engagement 0.442***
(-4.45)
Constant 5,554.05
(-1.86)
N 278
Regression of Change In Followers & Engagement
Table 4
Note: t-statistics in parenthesis
* p<0.05; ** p<0.01 ***p<0.001
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Section 2. SUMMARY
This chapter presented the results that were collected over the course of this research study.
The results were presented in both a textual and table format. The results were discussed and reasoning
for the researcher’s decisions on hypothesis acceptance was explained. The results showed that brand
element, celebrity endorsement, ad alliances, and hashtags do not have a significant effect on
engagement. The results also showed that lifestyle content, the type of content (i.e. image or video),
and including a call-to-action do have a significant effect on the level of engagement posts receive.
Lastly, the research showed that engagement does have a positive effect on follower conversion. The
next chapter will discuss the implications of the results.
CHAPTER 6. DISCUSSION OF RESULTS AND FUTURE OF
RESEARCH
This research investigated the use of the social media platform Instagram in the context of
clothing and accessories companies with their own brand. The research has found specific factors
about content, posting, and Instagram usage that may help to increase brand recall, aid in the customer
conversion process, and be beneficial to management in choosing the best way to use the medium in its
marketing efforts.
Section 1. IMPLICATIONS
The first finding of this research adds to the literature that discusses brand element and was
pushed forward by Pieters and Wedel’s research that examined the brand element in a printed media
setting. The research in this paper has shown that their findings are consistent on the Instagram
platform. The study has concluded that a difference in the amount of presence the brand element has in
content does not make a significant difference on the engagement levels received. In terms of
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managerial implications, this means that marketers can continue to include logos, typeface, and etc. of
a brand without having to worry that it will significantly impact the total engagement.
Furthermore, this research adds to the literature that examines lifestyle brands. Content that
featured the lifestyle associated with the brand was proven to have a positive correlation with
engagement. This implies that consumers are using Instagram and following brands to stay informed
and learn about the lifestyle and the image that the brand is associating itself with. In the search for
self-expression by consumers, they are using and engaging on Instagram with lifestyle content more
than those that do not feature lifestyle. The results suggest that consumers are not using Instagram to
learn about the products of the brand itself but the lifestyle that the brand is offering to consumers.
Therefore, marketers should show how the brand’s products fit into the lifestyle of the target consumer
rather than simply showing the product itself.
This research also adds to academic conversation regarding advertising alliances. The research
did not show that featuring another business’s brand element in the image or video increased or
decreased engagement significantly. This statement does not intend to challenge the previously
discussed research concerning advertising alliances, which states that they help to strengthen
consumers’ mental connections between the focal brand and the positive qualities that the partner
brand embodies. This research only shows that consumers do not express the strengthened connections
to aspects and qualities represented by the partner brand in the form of engagement on Instagram.
This study also adds to the literature regarding calls-to-action in SMM and online marketing in
general. The research has shown that calls-to-action have negative effects on consumer engagement.
However, this does not mean that calls-to-action do not accomplish all of the things that marketers
report that they do such as aid in customer conversion, assist in helping to create a database of
potential customers, or the many other benefits that marketers advocate. It only means that calls-to-
action result in negative effects on engagement as defined in this research. One reason for this may be
that by prompting the user to follow a link, the user chooses to follow the prompt before engaging with
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the content in a measurable way by this study. If this is the case the user is actually doing exactly what
the call-to-action intended, and the marketer may be getting the exact result desired through the use of
Instagram. But, whether or not the user is following the provided link cannot be measured by the
means of this study because of lack of access to the necessary information. An alternative explanation
for the negative impact of CTA’s is that users may feel that they are being persuaded to do something
by the brand. This can cause an unconscious resistance to the content and lead to the user not engaging
(Teixeira, 2012).
This research’s findings also contribute to the literature about the employment of celebrities in
marketing. However, it should be noted that the definition of celebrity was having 10,000 followers or
more on the Instagram platform. This number was chosen so that the study would be able to include
online influencers such as bloggers and social media content creators. This choice has a large influence
on the results of the study because the pool of celebrities is much larger than the traditional movie or
sports star that is associated with the word celebrity. Under this definition of celebrity the research did
not show significant evidence that including a celebrity made a difference in engagement levels.
However, given a different definition of celebrity, there is a possibility that the result will change.
What this means for marketers is that celebrities at the 10,000 follower level will have a significant
impact on engagement when the company is of comparable standing and follower size to the ones
included in this study.
The results made an interesting find in the use of hashtags for the brands included in the study.
Although sources such as Lee (2015) have stated that using hashtags on an individual account basis
can help to increase engagement on content and also stated that larger organizations should not use
very many, this study has found that the use of hashtags did not have a significant effect on
engagement in the sample. This may imply that followers are not sensitive to seeing hashtags in the
content. Alternatively it could mean that the additional engagement gained by attaching a hashtag
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makes up for the loss in engagement by followers that are sensitive to hashtag presence and are
motivated to not engage. Overall, there is no significant engagement effect from applying hashtags.
That being said, the choice of content type, video or image, has a significant impact on the
amount of engagement that the content itself will receive. The research has shown that video content
had a negative impact on engagement levels when compared to images. The researcher believes that
this disparity in engagement between content types can be explained by the way that consumers use the
application. The original appeal of Instagram was the ability to share and view images. Originally,
Instagram was an image only service but added on video capabilities later in the app’s history. It is
possible that most Instagram users have been and are using Instagram as way to primarily view
pictures as opposed to videos. Perhaps they do not take the time to view an entire video because they
prefer to skim more quickly through their home feed to view the pictures.
The last find of the study, which may have seemed somewhat obvious, may potentially be the
one that is the most important. This finding is that higher engagement on individual posts is directly
linked to a larger follower conversion for the brand’s Instagram profile. The reason that this is
important is that without proof of this finding, all the other findings made in this study cannot
definitively be said to have value to businesses and brands. The usefulness of the previously presented
results in this study are somewhat hinged on the validity of this find. Piggybacking off of Beukeboom,
Kerkhof, and de Vries (2015), research that proved converting consumers into followers has the effect
of making consumers favor the brand more than if they were not following, the finds made in this
research now show that higher engagement leads to higher followings. This essentially means that high
engagement does matter for businesses because it leads to a larger following, which in turn, leads to
more favorable brand perceptions by more consumers.
Section 2. LIMITATIONS & FUTURE OF RESEARCH
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Although the researcher made the best efforts to ensure that the data collection methods and
analysis methods were sound, there were some limitations. One of which was the time of data
collection. Because the researcher could not monitor each company’s Instagram profile around the
clock, there were time differences between the time of post and the documentation of the data for each
post. However, each post’s data was recorded within one day’s time of the post. Because the time
sensitive engagement information was recorded at a time much later than the expected lifetime of the
post, the researcher believes that the data is still completely valid. However, it may be beneficial for
future researchers to find a way to document content as soon as it is posted and a soon as the five day
mark from original post occur.
Another limiting factor in this study was inability to examine engagement on a positive or
negative level. Comments may contain much more information that would assist in understanding the
nature of content and how it is perceived. Because of the sheer number of comments that occur on each
post it was impossible for the researcher to document and analyze all of the information available in
comments in a meaningful way for this study. Future researchers may consider focusing on comments
rather than total engagement for potentially interesting findings.
Section 3. CONCLUSIONS
The researcher set out to investigate how brands can best utilize the social media platform
Instagram to create value for the business in this study. A quantitative content analysis model was
constructed and 20 brands were followed for a set amount of time during which all content in the form
of posts were documented. Content classifications for each post were created based on already existing
academic literature as well as information found on the Internet. Using these classifications and linear
regression analysis, the compiled information was analyzed and data was presented. The results of the
study have contributed to the academic literature thus far by showing that the presence of brand
element, celebrity endorsement, advertising alliances, and hashtags do not have an effect on
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engagement. However, the research has also shown that lifestyle content, the type of content (i.e.
image or video), and including a call-to-action does have a significant effect on the level of
engagement posts receive. Finally the research has shown that engagement does have an effect on
follower conversion, proving that engagement does have value for companies.
The researcher put forward various explanations in regard to the results and phenomena
observed. The implications of the results in a real business setting were discussed. Furthermore the
limitations of the research were explored as well as recommendations for pushing the results of this
study further.
In today’s business world that is increasingly being affected and driven forward by the social
media environment, it is imperative that businesses know how to utilize the many types of social media
available to them in their business activities. This study focused on one social media platform,
Instagram, and the specific industry of clothing and accessories brands but the concepts and knowledge
from this study can be used to assist in understanding other forms of social media as well. Businesses,
big or small and regardless of Industry can benefit from the knowledge and capabilities that social
media has to offer when making efforts to grow their business.
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APPENDIX
Appendix A. Companies, Posts, & Followers
Company Name Total Posts Followers (Initial) Follower Change
Quicksilver 11 1,241,996 13,766
Billabong 14 1,106,338 15,312
Stussy 12 1,301,901 23,806
American Eagle 37 2,170,793 20,602
Lacoste 18 1,537,124 31,689
Polo Ralph Lauren 17 621,445 26,670
Calvin Klein 8 4,906,237 152,176
Levis 22 1,298,508 28,982
Volcom 20 669,556 6,016
The North Face 8 1,440,133 32,159
New Balance 11 1,506,756 20,983
Undefeated 41 540,648 10,274
Supreme 3 2,076,236 25,057
Puma 10 2,146,518 42,850
Vans 20 4,935,838 111,131
Converse 6 3,827,599 100,343
Under Armour 5 2,235,282 31,680
Reebok 12 660,978 21,019
Adidas 3 8,432,098 91,334
Nike n/a n/a n/a
